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Without the heavy political spending next year, TV station advertising revenue will decline 6%, but so-
called core revenue — revenue with all those political dollars factored out — will grow a modest 3%. 
 
This first TVNewsCheck Spot TV forecast is based on a consensus of TV stations groups, rep firms and 
industry analysts. Contributing to the consensus: BIA/Kelsey, MagnaGlobal, Jack Myers, SNL Kagan, 
Veronis Suhler Stevenson and ZenithOptimedia. Eleven station groups and rep firms also participated, but 
only on the promise of anonymity. 
 
The forecast does not reflect a simple averaging, but also discussions with some broadcasters who reviewed 
the numbers. 
 
That ad revenue will be down next year will surprise few. Spending by campaign and political advocacy 
groups has locked the business into an up-down cycle in which revenue gets a big boost in even-numbered 
years, but is depressed in odd-numbered years when much of the political disappears. 
 
In odd-numbered years, core advertising has to be strong for the business to post positive numbers. With 
the economy still not recovered from the Great Recession, core will not be able offset the loss of political in 
2011. Thus, the negative 6% forecast. 
 
Given the shock of 2009 and the still listless economy, broadcasters and most industry followers see any 
growth in core advertising in 2011 as a reaffirmation of the fundamental strength of the TV station 
business. Nobody thought core would be less than flat. 
 
Several executives note a changing attitude toward spot, which one station official referred to as a “flight to 
quality,” as advertisers dropped experimental or supplemental media strategies in favor of tried-and-true 
TV. 
 
“Overall, television isn’t as stigmatized as it was a year or two ago. Certainly there’s a drawing-off of 
advertising to the Internet, but television is so commanding,” says Marv Shapiro, managing director of 
Veronis Suhler Stevenson. “My own personal opinion is that there’s a better feeling toward the business 
than there was a year ago.” 
 
“There’s the notion that TV is far and away the single most effective medium to accomplish goals defined 
by reach and frequency,” says Brian Wieser, global director of forecasting at MagnaGlobal. “Whether or 
not that’s an appropriate metric is another story. But TV consumption dwarfs every other medium.” 
 
Among broadcasters and their reps, such optimism derives from the rebound the business experienced this 
year. According to M.C. Alcamo & Co., an investment firm, the seven publicy traded pure-play TV station 
companies grew revenue 16% in the first half of this year. Some of them and others expect to finish the 
year above 20%. 
 
The automotive category was, in a word, astounding, given its almost complete annihilation in 2009. One 
TV rep exec who asked not to be identified says his auto spending will be up about 75% this year, and as 



for political, “I think it will be up 6% to 7% over 2008,” noting that the percentage varies greatly from one 
market to the next. 
 
“Fast food and casual dining came back to the high single digits; retail is up over 20% and 
telecommunications is up about 10%,” the rep says. 
 
“Of the top 10 spending categories on our stations, eight of them are up strong double-digit numbers,” says 
Wayne Daugherty, COO of Raycom Media.  
 
Both he and Robin Flynn, senior analyst at SNL Kagan, note that health care is among the strong gainers, 
thanks to the aging baby boomers. In fact, medical has now broken into the top 10 rankings at Raycom. 
 
There are naysayers, however. 
 
Jack Myers, media economist and chairman of the M.E.D.I.Advisory Group, says that long term, he has 
concerns about spot’s viability. He expects spot revenue to fall 11.3% next year without the help of 
political. 
 
“Advertisers recognize the value of local television, but local overall is not in great shape — local 
newspaper, radio, television. A lot of marketers are shifting to network cable and digital buys,” Myers says. 
 
What’s more, the same rep who is experiencing a 75% gain in auto this year is much more conservative 
about that category next year. 
 
Advertisers generally increase their ad spending at the same percentage rate as their car sales, the rep 
explains. That means that there’s been a disproportionate share of advertising this year. “They sold about 
10 million cars in ’09. This year they’re on track to sell 11.5 million. So that’s about a 15% increase. Yet 
our auto billing is up over 70%,” he says. 
 
As for next year, he says, “they don’t think there will be more than 12.5 million car sales, which is like an 
8% increase over this year.” 
 
Hearst Television’s top sales exec Kathleen Keefe has a different take. She says there’s a pent-up demand 
growing for cars, because people have put off buying them for so long. “All the prognostications I’ve seen 
— other than the chicken-little-the-sky-is-falling ones — is for 2011 to be a 13.5 million unit year. That’s 
an 18% increase in car sales.” 
 
Val Napolitano, president and CEO of Petry Television, puts the 2011 situation this way: If housing starts 
begin to improve and auto sales look like they are going to exceed 12 million vehicles, “it's fair to assume 
that spot will have a flat base to grow on. If auto sales improve, and housing starts improve, then we can 
see modest growth in spot.” 
 
Napolitano also believes spot will benefit next year from the strong network upfront of 2010. “Networks 
sold inventory at very high sell-out levels, meaning there will be less inventory to sell in the scatter 
market,” he says. 
 
As a result, scatter prices are likely to climb, he says. “My presumption is that networks will be able to sell 
remaining inventory, which typically means that spot will be a beneficiary of the network’s strong 
position.” 
 
	  
	  
	  


